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A JOURNAL FOR ADVERTISERS. 


Gro. P. RowEtx & Co., Publishers, 10 Spruce St., New Yor«K. 
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Here are the Rates 
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For General Display Advertising in 
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The Philadelphia 


Record 


(With liberally adjusted Discounts for Long Term Contracts). 
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Now compare these rates — circulation for 
gpa — with those of any other newspaper 
America. The verdict? Why, ‘t will be in 
our eeis:..23 2 ss 3: 2: . For instefice, 
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our sworn circulation for past year was: 
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Average Daily Edition, 1¢0,402 copies 
Sunday “ 124,234 « 


, Por further information address 
THE RECORD PUBLISHING COMPANY, 
; Philagelphia. 
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The Messenger 


between the Manufacturer and thc 
Consumer is the Local Weekly. 


It promptly and accurately delivers its message every wi 
The communication is direct and immediate. 

The same consumers are talked to every week. ‘This 
cumulative advertising, which is the most valuable kind. 


The New England, Middle and Atlantic Slope States cont 





the well-to-do people of ovr land, and the Local We: 
is their paper—the one they read and by which they 
influenced. 
1,600 local papers comprise the Atlantic Coast Lists. . ’ 
Divided into ten separate divisions for convenience. 
A million families reached weekly. 


One order, one electro does the business. 
Special estimates and catalogue for the asking. 


ATLANTIC COAST LISTS, 
134 Leonard Street, New Xork. 
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ABOUT (¢ be much more perfect, and will 
e ‘a much better than if such care is 
raeee =e ee meget atin IN not taken in proofreading. For the 
NECTION WITH CUTS, TYPE AND text of a magazine all this is done by 
KA ROTY VES. COMPILED | Ht everal hands hy two or t ~ proof. 
BLISHERS OF M'CLURE’SMAGAZINE. readers at the printer’s, and then by 
IN REGARD TO TYI ur literary proofreader here; and, 
It is well known, that alteratl of finally, corrections are ade by a man 
has been used fora time it from our art department whose duty it 
worn and contains many bro » follow the forms through the press 
rs. Unless the proofreader is and look after every detail of the print 
f 
Printed from first electro of 133 mesh Electro taken from first electro of the 
plate j mesh piate 
( aight ba ne) 
treful to mark these letters they I™g scrup lously from the point of 
in the form, and the re is view of artistic typography 
ctrotype which is imperfect b¢ CUTS. 
| e the original is imperfect. If, on It is hard to get a first-rate half- 
her hand, when the proof is read tone cut, even with the exercise of 
office all broken and imperfect the greatest care and knowledge of 
can be marked to be taken out What constitutes a good cut. We re 
and replaced fuse block after block ; we have many 


rT compositor 


\ and perfect letters, the € 


or the text of the advertise 
* This matter, issued as a cir 
a in Printers’ Is a i s 


the information it 
alue to every advertiser 


s and 





of them done over again, because we 
ist have fairly pe 
get a fairly perfect print in the mag- 
is scrupulously ex- 
it comes from 


cuts in order 


riect 





izine Every ¢ 


as 


whether, in etch- 


amined under a gle 


ASS 


the engraver, to se¢ 








ing, the fine cross lines have been 
broken or whether they are preserved ; 
to determine whether the cut has been 
etched to a sufficient depth; to find out, 
should there be any handwork on the 
cut, whether this handwork has weak- 
ened the printing quality by severing 
the cross lines at the wrong part of the 
square. Sometimes we discover upon 
examining a cut that the mesh is wrong 
—that is, either too coarse or too fine. 
Our whole tendency is in the direction 
of coarser meshes in half-tone engrav- 
ings, because when a coarse mesh is 
used we can get a deep cut that will 
print well. A 133 ora 150 mesh is ex- 
cellent; but it is not safe to say before- 
hand which is the better in any indi- 





Printed from first electro of 150 mesh 
plate 
(Straight balf-tone) 


vidual case. When in doubt, use the 
cuarser mesh. 

A cut from a good, broad wash- 
drawing is invariably better than one 
made from a photograph, unless the 
photograph is worked over by a com- 
petent artist who knows how to bring 
out in sharp relief its contrasts of light 
andshade. Unretouched photographs, 
being so full of fine gradations, are 
difficult to reproduce and next to im- 
possible to print. Usually a coarser 
mesh can best be used in the repro- 
duction of a drawing than of a photo- 
graph and a stronger and deeper cut 
obtained, which insures better print- 
ing. But a drawing is the best orig- 
inal to work from only when made by a 
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good artist, who understands the kin 
of black-and-white work which, whi 
it may not beautiful in 
original, will give beautiful results 
the reproduction. Strong empl 
must be laid on the fact that poor: 
inals are the most expensive thing 
advertiser buys. 

If a cut is vignetted and runs 
into a faint gray, or if it is square 
has a delicate tint for a backgr 
often a rule must be put around 
order to support it and prevent 
edges from wearing down toa} 
thick edge. This is not a questi 
presswork, but of the possibilities 
the cut and the electrotype. We |! 
seen a beautiful, fine cut, well ma 


seem so 





Printed from first electro of 150 mesh 
plate re-engraved 


wear down to a dirty edge after a 
of 10,000, It simply needed sup, 
something to relieve the pressure 
rule around the cut will frequently 
this and keep it printing clean a 
while. 
ELECTROTYPES. 

Advertisers very often furnish « 
trotypes for the whole or a part of 
advertisements to be inserted in n 
zines. Usually these can not be 
to print from, and other electrot; 
must be made from them. Very 
quently, as in the case of A/cC/ur 
the magazine could not be printed 1 
several duplicates were used 
Now the fact that several electrotypes 
must be made from your electrotyp 


less 
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shows how necessary it is that 
electrotype be perfect, that it lx 
worn, that it be carefully made lo 
make a first-rate electrotype the form 
ought to remain in the bath about 


then the copper shell is thick, 


your 
un- 


S1X 


hours ; 


Electro taxen from fourth electr 


Electro taken from second electro 


well supported, and not likely to give 
ay when engraved or under any of 

the processes it may be subjected to, 
Then the electrotype should be very 
irefully finished by hand. This is em 

phasized because your electrotypes, as 


we Say, 
s If they have een carefully 
trimmed by the by 

irregularity in letters or 


ust be treated by us as orig- 
not | 
electrotyper 


up 

hand, and any 
in the cuts corrected 
will be still worse than yours, and the 


our electrotypes 


Printed from first eiectre o 
piate re-engraved 


Electre taken from third electro 


further you get 
more inadequate will be the print as 
compared with your original design. 
IN GENERAI 
These precautions are just such as 
we take in regard to the cuts for the 


from the original the 


lil 





6 PRINTE 


text of McClure’s Magazine. We use 
the utmost vigilance, the utmost care 
and all the knowledge and skill we can 
command, first, to have the type per- 
fect and well composed ; second, to get 
good, strong, deep, original cuts, and 
then to have these carefully eiectro- 
typed, taking plenty of time for the 
making cf the copper shell, and then 
employing sufficient hand-work on the 
electrotypes to make them as nearly as 
possible duplicates of the originals. 
We are much more likely to get good 
prints when original cuts are furnished 
us than when electrotypes are furnished 
us. In the case of large advertise- 
ments the text and the cuts shouid be 
electrotyped separately ; we do that in 
the body of the magazine We elec- 
trotype the type page, then make a 
very careful separate electrotype of the 
cut which is to go into this type page, 
and then carefully solder it into the 
plate, and have the back of the plate 
worked down until perfectly level. A 
fine hilf-tone cut is so different from 
the type that it requires different hand- 
ling in getting the impression in the 
wax. The re-engraving or wood-cut 
finish adds considerably to the expense 
of half-tone plates, but when done ju- 
diciously adds artistic beauty as well 
as printable qualities to the plate. 

All this may seem elaborate ; in fact, 
itis simple. A little time and a little 
care will produce extraordinary results. 

Poor originals are the most expen- 
sive things an advertiser can buy. 

Money saved by cheap electros is 
worse than thrown away. 

If possible, send the original en- 
graving tothe publisher. If you must 
electrotype, always electrotype from 
the original engraving ; do not electro- 
type from a duplicate if it can possibly 
be avoided. 

= - 

THE ears of customers can only be 
reached by solicitors or traveling sales- 
men, and but a few of them can be 
addressed at once; but ads are ad- 
dressed to the eye, and can be seen 
and read by thousands at the same time. 








IT is not always wise to award a 
contract to the lowest bidder. The 
best lawyers never enter into competi- 
tion for a case. The best architects 
decline to furnish plans without first 
receiving the order. A skillful black- 


smith obtains more wages by the day 
and a higher rate by the piece than 
would be paid to an apprentice. 


RS’ INK. 
MR. WARNER'S VIEWS. 

\ newspaper is not founded on 
philanthropic or a charitable, nor ( 
cept in a few instances) for an edu 
tional purpose, 
a bank is, or a grocery store, or a | 
office, or a railway, or a coal mine, 
a cotton factory—to make money f 
Now and then an “‘ org 
is begun for a purpose ; but all per 
icals that live and become powert 
for good or evil, become so beca 
they are profitable. ‘The newspa; 
owner, like every other owner of eve 


its owners. 


thing, is more or less affected by t 
common desire to get rich, and to 
rich speedily. And the means of 
taining this end differ among news} 
per proprietors as they do with men 
any other business. Some are self 
specting and honest, and sonie are 1 
Asarule, all try to keep within the la 
In this country the opportunity 
starting a newspaper is so great t 
rivalry is tremendous. The riv 
The cost of in 
gathering and editing increases ey 
month, Every item in the produ 
of a newspaper, except the paper 
printed on, has gone up considera 
within the past few years. Ther 


reduces the price. 


probably not a newspaper printed 
the United States (probably not ev 
the ** patent” outsides) that does 
cost more to produce than it is sold { 
rhe result is that the paper deper 
wholly for support upon its advertis 
And the advertising that it can att 
depends upon the circulation it 
show to the advertiser. The sol 
fort of the paper, then, is to gain 
culation. No matter what sort of 
ulation—only the most experi 
advertisers stop to consider that 
the newspaper is then tempted to 
dress itself to the tastes of the ma 
ity. And what is the taste of the 
jority? Why, look at the news] 
that have the largest circulation. | 
it is not the newspaper that is 1 
careful about its news, most anxiou 
sift what comes to it, and to reject 
bogus, that pleases most people. 1 
the reckless and ‘‘ smart” newspa} 
If a newspaper by any sensationa 
even disreputable means can get 
large circulation, it gets plenty of 
vertising and it coins money. D 
any one dispute this ?—Chas, Du 
Warner, in larpers Magusine. 
ee. 

ADVERTISING is the extension of y 

store front into the newspapers. 
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It is started exactly : 
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If you see 
it in 


THE SUN 
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THE COUNTRY EDITOR’S SIDE. 


ANOTHER PHASE OF SUBSTITUTION, 





Office of ) 

‘*THE SULLIVAN REVIEW.”’ | 
Largest Circulation in the County. { 
FreD NEWELL, Editor and Pro- ¢ 

yrietor. | 
DusHoRE, Pa., May 14, 1897. J 
Editor of PRINTERS’ INK : 

I want to say a word in regard to 
this substitution business. Undoubt- 
edly it is wrong for druggists and 
others to tell prospective customers 
that Jones’ Sarsarparilla is ‘‘just as 
good” as Brown’s. He should say: 
‘*It isn’t any worse.’’ But what I 
wanted to speak about particularly was 
the obligation of the editor, particu- 
larly the country editor, to attack the 
substitutor. We will suppose that Mr. 
Pillslinger keeps a drug store and runs 
a half-column advVertisement (10', 
inches) in the Weekly Bug, paying 
therefor $50 a year. He gets 
from $10 to $25 worth of job printing 
a year, pays a dollar a year for hisown 
paper and sends two copies to friends 
in the West. That makes his yearly 
patronage foot up to $78. Now, the 
advertising department of Jones’ Sar- 
saparilla Co, run a five-inch electro in 
the Bugle, accompanied with two lo- 
cals, to be mixed with pure reading 
matter. The electro has to appear at 
the top of column, next to and entirely 
alongside of pure reading matter on 
the local page. There is a string of 
conditions a yard long attached to the 
contract, the violation of any one of 
which means a fine that will have to be 
made up in increased insertions of the 
electro and reading notices. A copy 
of the Augie is sent to the New York 
office of the company, and another to 
the town where the sarsaparilla is 
made. We will not mention the price 
to which the editor of the Agile has 
been screwed down in accepting that 
contract. It is so low that he swears 
every time he thinks of it. 

At the end of the year he sends in 
his bill, and after about six weeks re- 
ceives a printed blank filled in to in- 
dicate that the issues of the ABuyle 
dated February 5, March 1g and 26, 
May 21, July 30, October 8 and De- 
cember 3 have failed to reach the office 
of the advertising department of Jones’ 
Sarsaparilla. The files are overhauled, 
the missing papers sent and the poor 
man awaits his check, After waiting 


1 
also 
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only three weeks he receives a notice 
that the electro was inserted wrong] 
I5 times during the year. It is a lic 
but he knows he can’t get his mone 
until he makes good the many inser 
tions. Altogether it takes an avera; 
of 18 months to carry out the year 
contract for the Jones Sarsapar 
Company. Then he gets the che 
accompanied by a proposition for 1 
newal at a reduced rate and a colur 
and a half article on the substituti 
subject, which the Sarsaparilla pe 
would esteem a great favor if he w 
insert in his editorial columns. Is 
any wonder that he throws the wl 
envelope of trash into the waste | 
ket and goes through his whole list 
swear words from Dam to Beershe 
The above is a true statement of fa 
in nine cases out of ten, and Mr. | 
slinger’s patronage is worth more f 
six than is that of the Jor 
Sarsaparilla Company for the eighte« 
is it takes to complete a year 
contract. Mr, Pillslinger may play 
sharp with the Sarsaparilla people, | 
he pays his bills like a little man w 
the local paper. The Sarsaparilla f 
want the earth with gravy on it wl 
it comes to making a contract, and 
far as yours truly is concerned, he 
stand by Pillslinger in preference 
Jones’ Sarsaparilla, Do you wor 
at it? Yours truly, 


months 





mont 


FRED NEWELL. 
PRINTERS’ INK publishes the for 

going exactly as it has received it. 

is given h for what it may 

all responsibility for the opi 


ere 





worth, 
ions it expresses being disclaimed 
[Ep. PRinTERs’ INK. 
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THE “SUN’S” STYLE, 

A newspaper may have a style of its ow 
The New York Sux is such a newspaper 
its articles have a distinctive style. W 
Richard Harding Davis has done has 
simply to carry into literature the style w 
he acquired as reporter on the New Y 
Sun. If you want proof of this, make « 
tracts from general Sw” articles, such as t 
desc riy tion of a g fight or of the rescue 
a girl in a runaway, and mix up these 
tracts with descriptive extracts from one 
Richard Harding Davis’ books. will 
anybody to separate these paragraphs 
tell w hn come from Richard Harding Da 
and which from the anonymous reporter 
the New York Sun he Writer. 

+e 
TO CLEAN SIGNS, 

To clean signs, take good whiting, 
water andarag. Saturate the i 
then dip in the whiting and rub on the 
when the dirt and 
as if by 
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rag in w 


grease will disapp« 
magic. R clean 

not soil the most delicate colors 
he Bill-Board, 


ters 


ise with wat 
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\\ A Chorus of Approval. WW 
: (}\ **TIt excels.” —Ex-Gov. Roswell P. Flower. \/ 


IM" ‘* A credit to American journalism.”—Mobile Recister VW 


’ ‘Much pleased with its tone.”—Rev. Dr. Morgan Dis Y 

\ ** Always interesting ; I re it daily. ’-—John D. Crimmins \) /] 

dg ‘*Thoroughly high grade in every respect.’’—Newspapet \W 

\ dom. .{\9 

: ve IN “Prompt and liberal in dealing with literary matters.”’ W 

, D. Appleton & Co. (Vy 
‘*Tt was good, it was better, now it is best I. S. Bost Y 


\ 
\ wick, St. Albans, Vt. \V 
“ove ‘*Most honest and most intelligent of morning news 
\ 
N 
\ 






























pal ers."’—Portland Oregonian VW 
‘I think the New York Times is the ideal newspaper.’’— 
Evangelist Sam Jones. WV 
ot ‘*Clean, wholesome family paper, well edited in every 
4 \\ department.’’—Charles F. Wi ingate. .{\9 
¢ N . . 1 ” 
‘ a ‘*Commends itself to all persor i culture and taste 
\\ Rev. Frederick Saunders, Brookly NV 
N : , , ; 
ove ‘* Ablest in editorials, fairest in criti n, cleanest in news 
AAY i . " e e 
\\ D. C. Peck, Bridgeport, Conn WV 
N . . . , . T 1 " 
= ‘Increasing its circulation and influence on wholly legiti 
\\ mate lines.’"—The Newspaper Maker. NV 
“eVer ‘* All the news ar®honest man should care to read.” Rev. 
John Q. Archdeacon, St. James, L. I Vv 
‘*T have always liked it. I like it now better than ever.” 
Robert B. Roosevelt, ex-Minister to Belgium. WV 
y ‘*One of the best representatives of clean, honest, capab 
" : - : =" e/e 
\ journalism.”—D. T. Pierce, Editor Public Opinion 
NN — ° . ° na . ° 
yn ‘* The progress it is making in all directions is encouraging 
c ’ ” 1 ; . 
\ for good journalism The Independent, New York NV 
L \ a a > 
og ‘‘Hearty thanks for your bright, brave, independent and 
\ thoroughly clean paper.”—Rev. Dr. Theodore L. Cuyler, x 
} °Ve™ Brookl lyn, N. Y 
\ ‘*A true, modern newspaper in all that the proper use of °(\% 
° the term implies.’.—Supreme Court Justice William I 


N Werner, Rochester, N. Y. N *, 


‘‘Nearest approach to an eal metropolitan newspaper W 


IN published in this country.’’—W. W. Hallock, Manager A. N \(V 


Kellogg Newspaper Co. ° \ 
The Mew Work Times W 


“*All the News That's Fit to Print.’’ 
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10 
DAILY PAPERS AS MEDIA, 


If I were about to start in on an ad- 
vertising campaign, whether in local or 
general territory, I should select my 
mediums from the daily press. I 
should not be guided or governed by 
any representations made to me by the 
agents or publishers of such papers. 
Claims about quantity of circulation 
vould have no attention from me until 

had investigated the papers them- 
selves. You can lie about circulation 
as you please, but you can not disguise 
the standing, influence and worth of a 
newspaper, however much its circula 
tion may be belittled by its rivals. 

Taking several papers in one city, I 
should be guided in my choice by the 
amount of good local advertising they 
carried, because common would 
teach me that, irrespec tive of rate Ss, the 
local advertisers would use only t 
mediums which they” 4m would b 
likely to bring them customers Pa- 
pers which the local advertisers foug!.t 
shy of would find no place in my list, 
no matter what circulation they claimed 
or however low the rates were. 

As local advertisers patronize almost 
exclusively the daily papers, this meth- 
od serves to give a practical lesson as 
to their relative value From none of 
the weeklies or monthlies could such a 
knowledge be deduced. 

The advantage of the daily paper 
over all other mediums is shown again 
You don’t have t« 
know 








sense 


in prompt returns. 
wait a few weeks or months to 
whether your advertising is going to 
pay. The results are much more im- 
mediate than they would be from a 
weekly or monthly. And, as the num- 
ber of people who do wot read daily 
papers in this country is comparatively 
small, and rapidly growing smaller, the 
advertiser is reasonably certain that by 
using these mediums—judiciously se- 
lected—he is reaching a far greater 
audience than he could hope to by 

use of other media. 

Another great advantage of adver- 
tising in the daily papers is the rapidity 
with which copy can be conveniently 
changed when necessary. How often 
do we see ‘‘ out-of-date’ statements in 
advertisements appearing in weeklies 
and in magazines, both of which go to 
press many days before they are pub- 
lished? Timely topics are useful ma- 
terials in advertisement construction. 


Allusions to matters of current news 
make attractive captions. 


Whenever 
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practicable, advertisements should lb 
thoroughly up to date, but they « 
only be so, in the true sense of t 
word, when changed frequently 
impossibility in any but daily papers 

These are a few of the consi 
tions which would lead 
the daily newspapers for 
almost anything, in preference to 
other known form of publicity. 
tional Advertiser. 


———_+or — 
THE WORK OF THE AGENT 


I think the greatest work the ad 
tising agent of the earlier tims 
was tocreate enthusiasm for and « 
dence in advertising. It is pretty 
for us to realize at this period 
faith in advertising is of but very 
cent origin. Advertising was for 
ited charitable and p 
ypic grounds, much as money is 


me to cl 





ad verti 





solic 
thre 

souzht to endow colleges and p 
] The language and ma 
h the cause of advertisi1 
d was a virtual confes 
the part of the publisher that the 


on 


i}yraries, 
in whic 


present 


vertiser was to be the loser in « r 
and cents. The publisher woul 
‘*VYou ought to support our p 


**Our town needs such a paper 
publish.” ‘*“You are a pro 
member of our party, and you ki 
have always supported its « 
‘*You belong to our 


we 


dates. 
and you know our paper is the | 
organ of our church, and we are 
ing a hard time to get along,”’ et: 

1 advertising agent was tl 


general adve 
man to come out and say, ‘‘ I want 


to advertise because it will pay, 
want to aid you in making it p 
care, first of all, for vour succ 
I pledge every effort to attain that 
thus putting advertising on 
commercial basis. —A dver “sin 
perience, Chicago, for May. 
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GOOD ADVICE 


Do not try to tell all that you kn 
about the article advertised, in a sir 
vertisement This age is an age of } 





and, following the spirit of the age 


read advertisements in a hurry. 7 
pression which is to be made must 
uickly i deft] I believe tt 
quickly and dettly. believe that 


readers are repelled from advertiser 
the impression which is often creat 
and tedious story. Do not « 
it appear at a glance 
ge Experience 

-e- 

TWO CLASSFS 

Some merchants try to find an excu 
r business, others try to find a rer 
What do y 


ng 
ace, but make 


read Advertisi 





and ally succeed. 


Dry Goods Economist. 
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It reaches the people 
you want to reach—the 
purchasing classes of the 
entire Pacific Coast. 
Therefore advertise in 


The San 
Francisco 
Call 


The great family news- 
paper of California. 
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50,000 THE CIRCULATION 50,000 
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Charles M. Shortridge, _D. M. Foltz, 





aa 


eye 


Editor and Proprietor. Eastern Manager. 


34 Park Row, New York. 
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House Talks 


To influence a man effectively one should 
get close to him, establish intimate relations 
with him. 

Your advertisement in the local weekly 


introduces you to the subscriber in his house- 


coat and slippers. You talk with him in the 


presence of his wife and family—talk, also, 
with his wife and family. 

Such advertising is effective. The experi- 
ence of hundreds of our best advertisers 
has proved it. 

We can put your advertisement into 1,500 
of these local weeklies in the best part of 
the country at an expense trifling in pro- 
portion to the size and character of the 


circulation. 


CHICAGO NEWSPAPER UNION, 


10 SPRUCE STREET, 93 So. JEFFERSON STREET, 
New York. CHICAGO. 
23S Seeee 


One electrotype, 1,500 papers in the rural communities most 
valuable to the advertiser, among the class who do five-sixths of 


all the buying. That is what advertising in the Chicago News- 
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paper Union lists means. 
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RIGIN OF PRESS ASSOCIATIONS. 
rom the Cosmopolitan Magazine. 
\ glance at the pages of any of the 
rly newspapers—say of the fifteenth 
sixteenth century—wil that 
publishers or editors made no ef- 
to gather the news or to guide 
opinion, One readily detects 
reason after a moment's reflection. 
iders looked upon the little printed 
ets more as curious products of 
nan ingenuity, like the phonograph 
yur own days, than as something des- 
d for the double purpose of in- 
icting and supplying mankind with 
nowledge of the current events of 
The first journal of the 
rld—the Gazette, of Nuremberg— 
h appeared in 1457, was not even 
-d a newspaper. ‘The appellation 
izette’’’ was chosen because it rep- 
ented the price of a copy, gazetta 
ig a Venetian coin. 


show 


LIC 


wor ld. 


It was not for a century or two later 
t the journals began to assume titles 
gestive of the idea of news. There 
e gazettes in every part of Europe 

the start, but the Mercuries,  ~our- 

and Heralds 
not thought of in the early days. 
ed, it seems evident that the first 
ectors or printers of what to-day 
called newspapers had no concep- 
f the tremendous possibilities of 
great machine which they were 
ting on its revolutionary career. 
Gradually the true scope and utility 
new power dawned upon the 
and it began to expand 
ly and surely until, in the eight- 

h century, it had assumed its dou- 
character of news purveyor and 
c instructor. Now the journal is, 

ill, a provider of news from all 
f the world. It is the life-blood 

1 great journal, and millions of 
urs are expended annually to gather, 
ind publish the daily events of the 
world. At first the gathering and 


Timeses, Records 


j 


hers, 


g were done by each newspaper 
vendently ; but experience prov- 


that much money and labor were 
| in that way, the idea of com- 
tions naturally suggested itself. 
lo whom belongs the honor of this 
i? To the first James Gordon Ben- 
or to David Hale, the business 
iger of the /ournal of Commerce, 
ch was a prosperous, enterprising 
before the New York //erald 
is founded? I aim unable to state, 
vl IL doubt if there be a man living 


lay who can decide the point au 


13 


thoritatively. I have heard the honor 
claimed for Frederic Hudson, long the 
manager of the great //erald, but I 
never heard Mr. Hudson himself make 
any claim of the kind. It seems only 
to be based on the fact that Mr. Hud- 
son happened to be the first person 
whom Mr. David Hale saw in the //er- 
ald office when he went there to pro- 
pose an alliance for news-gathering be 
tween the I urnal of Commerce, then 
one of the ‘‘ blanket sheets,” and the 
sprightly //eva/d, which was waking up 
the old fogy journals by its dash. 

It is due to Mr. David Hale to state 
that it was he who gave the first great 
impetus to metropolitan journalism in 
the news line. He had been with the 
Journal of from its first 
number, when the abolition agitators, 
Lewis and Arthur Tappan, were chief 
owners ; but he had never been able to 


( Oni mre Ce 


carry out his own ideas of progressive 
management until, in 1828, he obtained 
Hale was a clear- 
headed business man, full of energy 
and determined to succeed. When he 
took charge there were two other lead- 
ing journals—the Morning Courier, 
edited by James Watson Webb, and 
the New York J/nguirer, edited by 
Major Mordecai Noah. The two soon 
after became one, under the title of 
the Courter and Inquirer, with Webb 
as editor and proprietor. 

Kefore this period very little atten- 
tion had been paid to local, State or 
national news ; and even for the foreign 
events editors were content to wait un- 
til packet ship from Europe 
reached the upper bay and anchored 
there Then, and not until then, 
would they row out to the ship and 
secure whatever newspapers and infor- 
mation might be procurable from the 
ca tains. Remember that as yet there 
was neither telegraph nor steamship, 


exclusive control. 


some 


nor were the postal facilities great, and 
there seemed very little of the spirit of 
rivalry. [he news contained in the 
foreign papers thus obtained from the 
ship captains was leisurely prepared 
and published next morning. 

Hale’s first distinctive move was to 
substitute for the row-boat a fast 
schooner, which intercepted incoming 
ships many miles below New York Bay 
—sometimes,indeed,at Montauk Point, 
L. I. On this was 
bought by Hale, fitted up comfortably 
and called the **Journal of Commerce ” 
the editor or reporter would carefully 
look through the newspapers and have 


schooner, which 
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his copy prepared long before the ves- 
sel would reach the city. 

Frequentiy this news would be pub- 
lished in the Journal of Commerce be- 
fore the managers of the other 
were even aware of the arrival from 
Europe. Sometimes, too, when there 
seemed danger that the Courter and 
Inquirer might also get the news in 
time for its regular edition, Hale would 
issue during the afternoon an ‘‘ extra,” 
containing the latest intelligence from 
abroad. This was the very simple 
and natural way in which the extra 
was started. 

Hale’s enterprise in these matters 
proved to be the first of a series of 
feats by him and other newspaper pro- 
prietors, like Webb, of the Courter, 
and Beach, of the Su, and finally, as 
will be seen, to the first attempted 
combination by several newspapers 
for news gathering. This was to se- 
cure ship news, amd-was formed by 
the New York Gazette, the Courierand 
Inguirer, and the Mercantile Adver- 
tiser. Special pony expresses followed 
between New York and important 
points, like Boston, Philadelphia, Bal- 
timore and Washington. 

Newspaper proprietors hoped that 
the telegraph would open up to them 
a new and fruitful field of operations, 
but their hopes were not immediately 
realized. The first telegraph lines 
constructed were inadequate in almost 
every particular. They were too few, 
and worked unsatisfactorily. The 
operators also were inefficient, as 
might have been expected in the early 
days of telegraphing, and something 
was always getting out oforder. The 
rules established by the telegraph 
companies were absurdly crippling, 
not to say unjust, especially the ‘‘ fif- 
teen-minute rule,” which provided 
that no one newspaper could monopo- 
lize the wires for more than a quarter 
of an hour at a time. Its object was 
to give all newspapers some chance of 
using the wires, and had a semblance 
of fairness. But its effect was to 
cripple genuine enterprise, for no 
matter how quick, clever and |] >ng- 
headed certain correspondents might 
be, no matter how much their efforts 
to get ahead might have cost, the fif- 
teen-minute rule spoiled all. The 
other more equitable rule of ‘first 
come, first served,’’ was set aside to 
erable the duller and lazier correspond- 
ents to have what was called a ‘‘ fair 
show.” No room was left for the 


apers 


brilliant coups, which became frequent 
at a later period under fairer and it 
proved telegraph facilities, when shar; 
witted correspondents stopped at not 
ing to get ahead of each other. T) 
fifteen-minute rule constituted one 
the reasons which favored the ix 
of combination for 
There were many other 
course, especially the inutility of co 
petition in some fields, which coul 
better left to one purveyor inthe « 


new s-gathe rit 


reasons 


mon interests of all. 

rhe first associated press was org 
ized in 1847 at a meeting of repres¢ 
atives of the New York Herald, N 
York 77ri/une, New York Sun, Cour 
and Inquirer, Journal of Commer 
and New York Lvening Exp 
There is no record of this meeting 
existence, and even the names of 
representatives present are not kno 
to a certainty ; but there is extant 
of the seven copies of the ori; 
agreement among the members, 
the autographs of the elder Ja 
Gordon Bennett, Gerard Halk 
Henry J. Raymond, ©. A. Dana 
Horace Greeley, Moses Beach, Jar 
and Erastus Brooks, and Gen. Ja 
Watson Webb. It is more than pro 
able, however, that all the papers, « 
cept the //e, ald, were represented 
their proprietors—able, sagacious, far 
seeing men eve y one of them; f 
like the framers of the American ( 
stitution, they laid their foundat 
deep and enduring. Nevertheles 
doubt if those six organizers really 
what a tremendous | 
they were creating by their federa 
for mutual benefit. Their specia 
ject seems to have been to rel 
themselves of the dead weight of 
less competition, which might resul] 
ruin if long persevered in. 1 
never imagined their association w« 
develop into sucha colossus. The n 
associations are, indeed the back 
of modern jovfrnalism. Without t! 
the newspapers could exist, but t 
could never become really great, 
the Heruld, the Journal, the H 
the Sin, the 7risune, or Zim 
these mammoth metropolitan o 
know that, by the service of the n 
association, they are sure to be sup 
with the essentials and are free to 
tempt their own private schemes 
enterprise in a way that the comn 
1ews-server dare not. 


derstood 


- 
An undertaker’s ad should be couche 
grave language. 
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ter and Bookmaker 
PRINTING HOUSE SQUARE, NEW YORK. 
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AMER ICAN wey 








AAGRICULTURIST 


THREE EDITIONS, 


THIS GREAT WEEKLY is to-day the strongest agricultural 
weekly issued, and is divided as follows: 


‘ ’ ‘ Covering the Middle 
American Agriculturist, su ‘Sotinem State. 


NEW YORK. 


~ 72,000 Circulation. 
New England Homestead, fnytind stuus. 


SPRINGFIELD, MASS. 


36, 000 Circulation. 


Orange Judd Farmer, vt Swoon sas 


CHICAGO, ILL. 


57,000 Circulation. 





Together they 
give you # »#* 


Circulation 





LOOK INTO THIS great weekly, and see if it is not just what y 
want. It leads them all. 

REMEMBER, each Edition covers thoroughly the section in 
which it circulates, and is subscribed for and read by the intelligent 
znd well-to-do farmers. 


Orange Judd Company, 


NEW YORK. CHICAGO. SPRINGFIELD, MASS. 


5? Lafayette Place. Marquette Building. 27 Worthington Street. 
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ADI AVEC CHNO 


HIS LIFE STUDY. 


Probably no man in the 
United States is better in- 
formed about newspapers 


than Mr. Rowell. News- 


paper work has been his 
life study. 


—Brooklyn Eagle, March 24, 1897, 


a 


With its. surpassing excellence thus 
admitted on all sides, 


THE EVENING POST 


goes further, telling exactly how many 
copies are printed. In consequence 
of its character and known great issue, 
as shown, the advertising public cheer- 
fully pay THE EVENING POST 
the price it asks for advertising. 


Mr. Rowell, in “ Printers’ Ink,” 
April 7, 1897, 
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THE MEDICINE MAN’S CROP. 


‘*Tt was more than twenty years ago 
that I decided the thing was ready to 
be put on the market,” said the invent- 
or of a compound that has now passed 
out of the category of patent medicines 
and become well introduced. ‘‘ ‘Ihe 
question that bothered me was how to 
get the stuff before the people and 
make them personally acquainted with 
its qualities, so that I might find out 
whether or not my own faith and con- 
fidence in the article was justified. 
But how was I to get it into people's 
hands? That was the question that I 
had to answer. I went to the whole- 
sale druggists, and they said it would 
be useless to put it on their shelves, as 
nobody would buy it. I sent it to doc- 
tors, but that did very little toward 
getting the article into the hands of 
the people. I gave it away at fairs, 
and the result was that a small portion 
of the people there got nearly all of 
the stuff, while the others went with- 
out any. Plainly that wouldn't do. 
But I didn’t know yet what I would do. 

‘* After a while it occured to me that 
I would start a man in a buggy driving 
in a certain direction. He was to dis- 
tribute the stuff to everybody he met 
in the road, and in that way the stuff 
would finally get into the hands of the 
people. I was going to have relays 
enough to stretch a line almost across 
the country, and start a man from the 
West to come east through the terri- 
tory the other man could not reach. 
was going to. send the stuff on ahead, 
so that at different points on the road 
the man would be supplied with enough 
to give away. 

‘* The fellow started on his long trip 
and distributed thousands of pack- 
ages of the stuff. Other men started 
in different directions, and there were 
only a few thinly-populated and remote 
corners of the country that could not 
have some personal experience of my 
invention. The men finished their 
trips and I waited. But no response 
came. The people whom I had ex- 
pected to answer with a cry for what I 
had given them remained mute. A 
year passed, and every cent of avail- 
able capital had gone into the scheme. 
Thousands of dollars had gone, and 
evidently no more had been done to- 
wards creating a demand than if the 
stuff had been locked in a closet and 
left there. I strained hard, but I never 
could hear the voice of the public call- 


ing for my invention. The mont! 


were miserable with suspense and « 
spair until suddenly the public, 
speak metaphorically, roared at 1 
The rush had started in a way I cx 
never understand.”—J. Y. Sun. 
oor . 
ADVERTISING HINTS. 

‘By Wolstan Dixey. 

A nice little talk to begin a store 
vertisement is good, but some nic« 
tle facts and a few sweet little figu 
are still better. It is all right to c 
blithesomely about the bloom t 
hangs on things generally, but the pr 
that hangs on some particular thing 
what pulls people into the store. 1 
‘*Come, birdie, come” style of ad) 
tising has its value, but birdie is | 
to hang back unless you show hi: 
good fat worm to come for. 

7 * + 

An establishment and its advertis 
must be considered together as 
scheme. The advertising must be ma 
to fit the particu'ar concern asa coat 
made to fita man, ‘‘ Ready-to.wea 
advertising is liable to hump up acr 
the back and pinch under the arms 

* + 


There is always a new way to adv« 


tise any product, no matter how many 


ways it has been advertised before. 
« * * 


A man often says: ‘* My business 
different from any other kind; it’s a 
most impossible to advertise my bi 
ness.” That remark shows a mis 
derstanding of what advertising is. 
is making a business known to th 
who ought to know it. This can 
done with any business. 

* » + 

To write good advertising you n 
first know what you are talking a 
and, second, whom you are talking 

* * * 

The best kind of an illustratio: 
advertising shows just one thing 
shows it plainly and unmistak 
The trouble with most ad illustra 
is that they half show a ‘ot of tl 
and wholly show nothing. But 
know what is the important thi 
show—there’s the rub. 

. * 

Every advertising rule depend 
its success upon the fitness and 
mon sense with which it is ap} 
General principles are like on: 
Captain Cuttle’s observations, 
bearing of which lays in the apy 
tion on it,”’ 
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pyright 1897 by Pierce Underwood. 


A Suggestion to Jewelers. 


Pierce Underwood, o who 
and at 1 ivertisers 
stration here 
All that was lacking t 
limpse of the face to i 
ON CIRCULAT:ON, 4 : 
important to know the cirt t I i t 1 wledg f « Ie 
dical in which i tion is lace h a Haber- 
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20 PRINTE 
ON MATCHES, 
New York, May 18, 1897. 
Editor of Printers’ Ink: 
ingenious advertisement now seen on 
restaurant tables is that of “* Between the 
Acts’’ cigarettes. Thisisa ar 
2'4x3% inches in size, fac-simile of the well- 
known cigarette boxes of this brand. This 
contains splints of wood, tipped with sulphur, 
which ignite on the box hese are unusually 
] , and inscribed on both sides, **‘ Between 
the Acts Cigarettes.”’ W. SCHWARTZ, 
- —_, 


IN BROOKLYN. 
BrRooKk.iyn, May 12, 1897. 
f PRInTERS’ INK: 
7 noticed the inclosed advertisement on the 
front of a private residence on Sixth Avenue, 








BLACKANTAN 


DOGS 
For SALe CHEAP. 
N. Y. City, one day last week. I think it is 
unique and original, 
Tuomas C. CorDocK. 


nemesis i 
A DOG STORY. 
Winpsor, Ill., May 14, 1897. 
Fditor of Printers’ Ink: 





Haupt Bros., haberdashers, of this city, 
recently had a nice display of fine dress 
rts in one of their windows. One wet 


morning a dog with muddy feet got in the 
window, playing sad-havoc with the display. 
Shirts were knocked topsy turvy, and on 
every one were the prints of the dog’s muddy 
feet. The display was not rearranged a par- 
icle, but neat pl acards reading, ** Every dog 
has his day,’”’ ** Dog-on these shirts—take 
your choice for 95 cents, * Dog-on good 
bargains,’’ etc., were Pp laced in the window. 
The garments were qui nah sold, 
LuGuH 5. Litty, Ed. Gazette. 
_ «<o a 
IN PHILADELPHIA, 
PHILADELPHIA, May 17, 1897. 
Editor of Printers’ INK: 








\ full-armored knight leads a bic ycle, ap- 
propriately labeled ** Th rmour,”’ through 
the streets. “* The Two Extremes ” appears 


over the dirty and ragged figure of a tramp, 
and how he would appear in a complete new 











outfit by another in a leading cl _ g win- 
dow. The firm itemize each article of dress 
on the rejuvenated gent, and the total foots 
up to $12.20, a price including a bath, hair- 

t Wind ws containing relics 

i on’s time were profuse during 
the week a monument to him was unvei d 
but perhaps the one containing a lock of his 
hair attracted the greatest crowd. The mili 
tary pageant on the afternoon of May 15 was 
followed by acy: ling « arnival at night, which, 
aside from the city’s clubs,consisted of bicycle 


riders employed in the various business 
houses, and, although it was announced that 


no concern would be allowed to have its name 











appear, orin any other way advertise itself, 
several houses violated the rule, notable 
amon hich was astriking representation of 
a locomotive on which appeared, in large 
white letters, the words “Chicago Mdse. 
Co.” The W ashington Ice Co. made good 
use of their beautiful wa gons, all of which 


contain a fine portrait of the immorts al George, 
by going over the route of the parade drawn 
gaily decorated. 


by four white horses The 
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Philadelphia Record made a notable adver- 
tising venture by distributing thousands 
souvenirs. One side contained a half-tone 
the monument, with the words, ** Geo. W . 
ington, the father of | iling 
exer¢ s May 15, f 


i 


and the 


patri otism, 
Recor 










ism, 170,000 circulati y 
newspapers.”’ From number of pe f 
seen wearing these souve nirs, there is little 
“ jer that the fakirs comy f } 

poor sales. FLA IMEk 





IN DENVER, 


Denver, Col., May 13, 1897 
Editor of Printers’ Ink: 
I inclose portion of a 20-inch ad recer 
erted in the Repudlicanm by the am 
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TREMENDOUSLY INCREASED 
IN SIZE AND TAS 
w 


ORIGINAL OLPARTURE ws ee 
AL AMAZEMENTS. 
TREMeNbous NEW SPECTACULAR Srmery 


ment peo »ple at River Front Park, to st 








you the style adopted, which may be eff 
for other advertisers H. E. H 
BO N, NOT 
real salesman is t 
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INK FOR WRITING ON GLASS. 
rding t 2 ing and 
llowing mixture makes a g 
, : } 
ing n glass: Dissolve 36 gr ft s« 
ide, 7 gr. potassium sulphate in 





r; dissolve ride 
in sooce water. 
the solution, 


also 14 gr. of chl 

For use, mix equal part 
and apply with a brush \ 
half an hour the letters will apr 
etching. Try it. You will be surprise 
the result.— /he Bill-Board. 
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Classified Advertisements. 
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SUPPLIES. 


’AN BIBBER’S 
Printers’ Kollers. 
INC foretching. RR RU Cc CE & COOK, 190 Water 
4 Street, New York 
*HIS PAPER is printed with ink manufact- 
ured by the W. D. WILSON PRINTIN INK 
CO.,, Lt’d, 10 Spruce St., New York. Special prices 
to cash buyers. 


— > - J 
ADVERTISING NOVELTIES, F a 


ro the purpose of inviting announcements 
of go py Novelties, likely to benefit 

reader ell as advertiser, 4 lines will be Ti 

serted under this head once for one dotlar 


N OVELTIES in advertising calendars; good 

all year round, Also envelope clasps (user 
can put them on any envelope), Write direct to 
the factory, to CLASP CO. Rochen, Mich. 








+e 
FOR SALE. 


a int shop; cheap for cash. Address 
Ss re ’ Council B luffs, lowa. 


}°° /R SALE—A half or entire interest in the 
only af‘ernoon paper pubiished ina city o 
70,000 po ee Address “A. 8.,” care of Print- 

ers’ Ink 


froR SALE for cash, at low price, one Thorne 
brevier type-setting machine—only used si 
months; in good order. Address A. P. ROW E. 
JR., Fredericksburg, Va 
ye SALE—Well-equipped daily and weekly 
and job office in Ohio; city of 40,000; good 
manufacturing town. Will be sold ata bargain 
Address “ OH1O,” care Printers’ In 
oe SALE Controlling interest in morning 
daily and weekly paper and job plant (in 
corporated) in Missis “ye Valley city of 12,500 
inhabitants ; $10,0@@cash or equivalent req aire 
Good bus siness and fine opening. “ Bb. C.,” care 
Printers’ Ink 





San inducement for cash we will sell one of 
4 the best paying $3,000 job printing plants in 
Dallas, Texas. Material nearly new; good run of 
custom guaranteed. Dallasis the best city in the 
best State in the Union. None but E bj “ash 
propositions considered, Address “* R. Print- 

ers’ ink 
—— — — 

PRI. NTI 
Se ma. faa S PR ESS, , artistic printers, 140 W. 
Y. City. Send for our booklet. 











*ROW-WHEATLEY CATALOGUE COMBINA 
TION. Home Life Building, New York. (Fac- 
tory, 201-213 East 12th st.) 


\W! do neat, plain, attractive printing. Cata 

logues, booklets, pamphlet circulars, 
cards, etc., executed in the finest style hen 
you want a good job—one that you want people 
to look at and read—come to us. PRINTERS 
INK PRESS, 10 Spruce St., New York. 





( NE of the most complete cutabliet ments in 

America for the manufacture of stic and 

oe 1€ pt d matter from be ginning t »end, in 

BINA TROW-W HEATLEY CATA 

Li GUE COMBINATION, Home Life Building, 

New York. Write fora copy of “ Printing Point 
ers.” 

ee 
PATENT ATTORNEYS. 


PATENTS, trade-marks, Cesigns. Have you a 
mechanical idea that no one else has thc 
of! Wescribe it to me i file a claim for 
letters patent. Protectic nonopol 
two things that are then g H 
good thing? Something that selis A} 
of tobacco, toilet article or med cal compound. 
Place it on the market under a trade mark that 
you have the sole right to use In the thousand 
and one articles manufactured new designs are 
constantly being made and others duplicating 
them. Protect your designs by register. We tell 
you how. Copyright your ads, your booklets. If 
you have said something better than it was ever 
put before, protect it. This must be done before 
it is published. Do not fear to write us fully. We 
are here at headquarters; want your business 
Offer no inducement but honesty, sincerity and 

















skill. No prizes. WM. H. LOP?’, Washington, D.C. 


PRESS CLIPPINGS. 


AY ANE ATTAN PRESS CLIPPING BUREAU, No 
2 West lith St.,.N. Y. Press Clippings tor 
pie HL..A,, sll subjects st facilities. 


ELECTROTYPES., 


GOOD cut inside of two inches square of any 
4 eubject tor #eents. Try them. Cosh with 
der. HEADLIGHT ENG. CO., 81 Fifth Ave, 
hicago. 
QOME people want cheap electrotypes—we 
. don’t make that kind; others want good 
electroty pes cheap—these are the kind we make 
Write usor call B. SHELDON CO., 84 Temple 
Court, New York 


Q TTING advertisemen’s to make them stand 

vut and furnishing one or more electroty yés 
of same is a line in which I am unapproached/by 
any other printer. The magazines each mont) 
contain numerous samples of my work. Letm 
set your next adv., whether it be foraninch or a 
reagre I can suit u M. JOHNSTON, Mer 
rinters’ Ink Press, 10 Spruce St., N. Y. City. 


ILLUSTRATORS AND ILLUSTRATIONS. 











ONEY talks and pictures tell the story. We 
4 make cuts for 50 cents, cash with orde 
HEADLIGHT ENG. CO., 81 Fifth Ave., Chicag 


TOU e =~ best results by illustrating you 

ads ou Aecent cut Any subje 
ish with order. HEADLIGHT ENG. CO 
bifth Ave., Chicago 


+o 
IDVERTISING MEDIA 


pp anewse DEALERS’ MAGAZINE, 
271 Broadway, New York 
{() * WORDS, 5 times, 2 cts ENTERPRIS 
Brockton, Mass. Circulation 7,00 


| ACO STE’S List, Go 


| papers tn active cit 
Rates low. 38 Park Rov 


New York 





A ine iron San Glows Market, N. J. 6« 
line. Cire’n 3,000, Close 4th. Sample fr 


A pe m advertising tr PRINTER 
e amot f $10 is entitled to re 


tbe paper for one year 
I. _ iEST cireula n of any laily newspaper 
liamsport, the GAZETTE a BULLE 
6,000 D., 4,000 W Ly’ COBTS New York 
I AYTON (Ohio) MORNING TIMES —_ EVENI 
NEWS, 14,000 daily, create w fort 
erly advertised goods. LA ¢ STI cow Yor 





i fgg Bal A CALL “ wants” advertiser 
want results. Larger cire. than a 
Piqua dailies combined 
EADING newspapers 

I 


utside inna 





and EVENING NEWS, 4 


re TIMES-UNION, of 
awake newspaper, ul ¢ 
= my} - and ace sr itely. lation ex 
ri all the other A ~np ailies combi 
SON H. FARRELL, edito and proprietor 
+. 
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BILLPOSTING AND DISTRIBUTING 


WV Email and distribut circulars Prompt,j 
jous service. C. CHRISTEN, Vining 
+e 


IDRESSES AND ADDRESSING 


I OOK — 2,00 names of Morgan Co. reside 
4 RELIABLE ADV’T’G CO., Martinsville, 


ADVISERS. 








ADVERTISERS 


\ SK Lewis about 
The ref 
tions by adve 
Ask Lewis aboutit 
is the final test of argument. Merchants » 
a business aggregating 15 millions a year 
using Mr. Lewis in their advertising t 
find his services profitable. There is somethi 
in it tor you when you 
Ask Le aeons it 
Mr is Manager THE ADVERTISI 
AGENC y ” Philade iphia, Buffalo, Detroit 


se who are asked 
ubt or trouble 








ee a ee 

















MAILING MAC CHINES. 











“= Matchless Mailer; best and cheapest. By 
REV. ALEXANDER DICK, Meridian, N. Y. 
— 
ADVERTISEMENT CONSTRUCTORS. 
“é 4 SK LEWIS ABOUT IT.” 
( ‘LARENCE F. CHATE 4 LD, 179 Front St., 
Owego, Tioga Co., N 
Ww! STAN DIXEY, writer of advertising, 150 
Nassau St., New York 
0 FFECTIVE advertising. E. A, WHEATLEY, 
4 27 Broadway, New Yor 
K A. WHEATLEY, Specialist in Advertising, 
4e 267 Broadway, New York. 
‘ a AM & SHAUGHNESSY, Advertisers, 623 & 
44 Temple Court, New York W rite 
A oS und booklets. Let me estimate. JED 
4 SCARBORKO, 20 Morton 8t., Brooklyn, N. Y. 
kK 8ST. FLMO LEWIS, Mer. THE ADVERTIS 
4e ERS’ AGENCY, Penn Mutual Bidg., Phila 
A OS written “to the p t.” T. 8S. HOLBROOK 
y Dept., Kiernan Agency, 181 Broadway, N.Y. 
W* ITER of good advertising matter, CHAS 
A. WOOLFOLEK, 446 Main St., Louisville, Ky 
€é SK LEWIS ABOUT IT” when your ads need 
4 adoctor. THE ADVERTISERS’ AGENCY 


923-925 927 


PG 


Correspondence 


Chestnut St., Philadelphia 


Booklets written ;illustrations furn icine’. 
invited. R. L. CURRA 








Room 150 Nassau St., New York 
PICTURES, with an a them—they are 
Brill’s THE ADVE AGENCY, 
Philadelphia, Buffalo, Detroit. Send f rT prices 
and samples. 
6& 1) USINESS ” is the title ofa very small book 
let which | will send toany business man 
WOLSTAN DIXEY, writer of advertising, 150 
Nassau St., New York 
‘HE only writer of exclus ively medical and 
drug advertising. Advice or amples free 
ULYSSES G. MANNING, South Be nd, Ind 
Y booklet tells why, how and what 1 charge 
for writing ads, et« Ask fori CHAS. A 
WOOLFOL K, 446 West Main St., Louisville, Ky. 
“sé J} BILL is the clevorest business artist in the 
country,” says Cha 1 nyder, of e 
That Hump.” Brill is manager Art De 
—— of THE ADVEKTISEI ENCY, 
ay Buffalo Detr it vers 








rade paper ads 


 ’ 








$ 5 to $60 Write for cumplion ewis writes the 
ads. 
W E have just finished i handsomest book et 
ivertising ints ever issu 
made its rm plete I gz de ing, | lian 
ne of the largest ar id the olde st paint firms in 
the country was Brill did the 
designing ; Lewis did the writing A copy of it 
oo 0 tjooklets, 210 t« 
Sh. 1M $ ADVERTISERS 
AGEN( Y, Piiladelphia, Buffalo » Detroit 
PAP LPL OP LPP LL 












Last week 
a prominent Pittsburg business man sav 
times it is worth more to know what not t 


times *‘ don’t’? isthe most helpful word in 
one man whothought my advice was not 
a e Burpee, the seedsman, and the fau 

ormation about his business. Such a 






“ CONFIDENTIAL SYMPTOM BLANK’ 
Sent free to any business man 


CHARLES AUS 


Plans, Advice, Writing and 
Illustrating for Advertisers 


PRINTERS’ 


as a result of a cx 


copyrighted). 
ho doesn’t ask for it on a postal card, 





INK. 
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At L the borders and type used in PRINTERS’ 
INK are at the disposal of people who have 
their adve rtisements put in type by me vM 
JOHNSTON, ¥gr Printers’ Ink Press, 10 Spruce 
St., New York C ity. 


N ATHL C, FOWLER, the famous publicity 
A writer, was submitted a large amount of 
various advertisements and booklets of mine. 
He made the following remarks about them 
“ Your ads are certainly effective, I can honestly 
BAY Bye they are far superior to fully ninety per 
t of those presented by adwriters four 
flow of language is remarkably good, pleasant 
and effective. Your headings are to the point 





and mean something. Your booklets are as 
readable as a story,and of strong business ef 
fective ness ; they are of most commendable sim 
plicity in art.” I write ads for retailers and gen 
ral advertisers, booklets and circulars, To new 
customers, two sample ads for $1. Money back if 
notsuited. Send full data. C.J. ZINGG, Farm- 
ington, Maine 

M * pooktet 
called 

How”; 
another 
called 

“ Plain Talk on a Vital Questi 

another 

called 

* Making It Pay 

and 

my (copyrighted 

“Confidential Symptom Blank 

ought to give any business man a fair idea of 
what I can do for him, and about what I should 


expect to get for doing it 

» charge forthem 
CHARLES AUSTIN B 
Vanderbilt Building, 
New York 


ATES, 


()' T OF OTHER PEOPLE'S MOUTHS 





What others say of youis better than what you 
say ab self 

ust tlined a plan for Mr. Wm. R 

( yey, ajobber of St. ) to follow in getting 





retailers to h andle his 
We also prepare land 3 illustrated the advertis 
ing m itter for him 








He carried out the begin 1ing of our instruc 
tions and then stopped 

f cours , resuits were not good, and he com 
plained 

c ‘told him he must carry out our instructions 

to the end—thata little adv ising was about a 
bad as no advertising at al hat resul wouldn't 
come in a minute, but they would come big if he 
did prec as we told him 7: 

{r ooley remained silent for over seven 
months after mak gt Pp nt 





ompla 
ist week we ta let r from him, however, 
in which he sa 


have 


carried out your instructions fully 


and you may wa k w what happened 

sult old about thre of five with your helt 

ne out of te without 1 consider it very vala 
ble Don’t see why more business men don’t 
1dvertise right—keep hot after them, It pays. 
It pays big , 

1 help a few more bus iness men who en 
terenin the ame idea as tl held by Mr. 
( ley las tfall 

M‘ S & HELM, 111 Nassau St., New York 

ynsultation with me which cost him $25 
ed exactly $3,5”) on a single deal. Some 
»do thanit is to kn ow what todo. Some 


the English language Ihave known but 


worth many times its cost—that was W. 
t was his. He did not ve me sufficient 
thing is now 5 because of my 





STIN BATES 
Vanderbilt Building, N. Y. 
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THittiiiiiiiiiitiiie tiie tied i : 


_— RATES 50 PER CENT LES§HA 


RATES 50 PER CENT LESS THAN MAGAZINE CHARGES 


A New Departure inja 


A High-Grade Magazine with th§mb 
number of Metropolitan Dailies,§ n 
Magazine Advertisers is opened fhe « 


IROQUOIS: 1 


Ol 


A Medium Pos 
and Verifiefirc 


The IROQU a hi 
Literature, Art andgrap! 
East, Its surpassitqtilatio 
copy, the Sunday 
States. It is leisure on 
served and filed. A beautiful publication of absorbirigrest. 
press facilities are arranged to fill the orders already bg the 
Shrewd Advertisers and Agents will make contracts atffesent 
advanced with rapidly increasing circulation, As advfg spac 
tisers who want to get in on the ground floor and be sq§secu 
sample copies or further information to PIERCMDER 


-*-e-e 


| 





ca 
MODERN . 
1 MAGAZINE.” 






UAARADAAADARADADARESARA DARED? 1BI2 





PRINTERS’ INK. 25 


COC CUUCUCNCUCUEMCUCUCNeucKCuerauerT 


a 


LESBSHAN MAGAZINE CHARGES ew > 


inlagazine Advertising 


Bobined circulation of an unlimited 
new field hitherto unreached by 
d ithe establishment of the ww we we ox 


AARARM 


YYVYY 


QRSADBRADEDS 
VVVYVVVY 


\\ \ \ 
VY IV) 


a. Fee 


A MODERN MAGAZINE 
ONLY Weekly Magazine. 


ositive, Proven, Guaranteed 
Firculation 


ba high-grade magazine in every sense of the term. In 
nd@graphy it takes rank with the leading Monthlies of the 
sassif™lation is due to the fact that it accompanies, copy for 
jay Hs of the principal Metropolitan Dailies of the United 
de on the day of rest, not thrown aside but re-read, pre- 
rbinggrest. Present verified circulation 200,000. As soon as 
b@ the point to be reached is ONE MILLION COPIES 
tBesent extremely low rates at once, as rates will surely be 
space at present is limited to less than 12 pages, adver- 
curing space, should lose no time in applying for rates, 
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PRINTERS’ 


t# Issued every Wednesday. Ten cents a copy. 
Subscription price, five dollarsa year, in advance. 
Six dollars a hundred. No back numbers 

t# For ten dollars, paid in advance, a receipt 
will be given, covering a paid subscription from 
date to (January Ist, 1901) the end of the century. 

¢# Being printed from plates, it is always 
possible to issue a new edition of five hundred 
copies for $30, or a larger number at same rate 

{ # Publishers desiring to subscribe for PRINT- 
ERs’ Ink for the benefit of advg. patrons may, 
on application, obtain special confidential terms. 

t# If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time paid for 

Oscar Herzperc, Managing Editor 

Prrer Doucan, Manager of Advertising and 

Subscription Department. 








New York Orrices: No. 10 Spruce STREET 
Lonpon AcenT, F. W. Sears, 108 Fleet St 








A Goop advertising policy is the 
best insurance against business loss. 


Tue fewest words that will carry 


the advertiser’s idea are the right ones. 
enlintnchcctccttn 


To make an ad stick out even inthe 
most badly printed papers is an art in 
itself. 





Worps are like sunbeams — the 
more they are condensed, the deeper 
they burn. 

THE illustration that the 
goods in action is the best illustration 
for advertising purposes. 

_ A eoniah seco 


shows 


4 GOOD advertisement says practi- 
cally the same thing to a prospective 
purchaser as the salesman says in the 


store. 
Se 


THE anti-substitution ads of Hires 
Root Beer, Scott’s Emulsion and Pear- 
line are worth reading by every one in- 
terested in the subject. 


HE best pictures that appear in 
PRINTERS’ INK’s advertising pages are 
th Atlantic Coast Lists, 
one of which is dainty and appropriate. 


yse of the every 


MEN do not lay aside advertising 
when they have once made a judicious 
use of it f their 
business, built into its very foundations. 


Money is the name of a $1 a year 
monthly issued from the American 
Tract Society Building in New York 
City Its object is the non-partisan 
discussion of the money question. The 
first issue appears to be an excellent 


It becomes a part « 


ati 





PRINTERS’ INK, 


INK. 


A JOURNAL FOR ADVERTISERS. 


one. PRINTERS’ INK hopes that the 
new periodical will always be so sit- 
uated pecuniarily that the money ques- 
tion will never become an acutely per- 
sonal one to its editors or proprietors. 


THE May number of Advertising 
Experience, Chicago, appears to be an 


exceptionally interesting issue. The 
lassitude incidental to spring must, 
however, have affected the editors, 


for this number, issued on May 15th, 
devotes itself to criticisms of ads in the 
April magazines ! 

THE whole number of newspapers 
and periodicals in the State of New 
York catalogued in the June issue of 
the American Newspaper Directory is 
1,972, tl 


an increase of 22 over the 
vious 


year. There are dailies 
than in 1896, 13 more weeklies and 15 
more monthlies, 


pre- 


7 mor 


WHOEVER would secure advertising 
at a low price should not be in a hurry. 
The true rule for general advertisers 
is to always advertise when space is 
offered low enough, and never to pay 
a high price when there is reason to 


believe that, by waiting, the service 
can be had for less. A yearly contract 
runs through all seasons, no matter 
when it is begun. 

THE more the enemies of the de- 
partment store ‘‘agitate,”” the more 
they educate the public to the advan- 
tages of these establishments i 





interesting to note that every ant 
partment store bill far i 

in any legislature has proved a f{ 
and that the agitation appears to have 
died of its own inanity. 


Introduced 


so 








ALL good advertising springs right 


out of the heart of the business It 
can’t be good unless it does The 
only way an advertising specialist can 
do good advertising for a business is to 
get inside of it—enter into the spirit 


of the concern, and make it known and 


felt by the people who ought to pat 
ronize i He must get in, and then 
t.—Dixes 
a 

What to Eatis the name of an in- 
teresting one dollar a year monthly, 
hailing from Minneapolis, published 
by Pierce & Pierce, and devoted, as its 
name indicates, to an absorbing topic— 


strike ou 


absorbing in more senses thanone. It 
is different from all other periodicals 
of its class, and is, in all respects, a 



















o> 
























It does not adv 
cate any dietetic fads, taking the sensi- 
ble ground that only the most general 


bright publication. - 


rules on eating can be given, since 
and temperaments differ so 
tl 


A host of recipes 


one’s mouth water appear in every 


it make 


irgely The ‘ s are the la to 
i 1 the effec I times and the 
first show signs of activity alter a 


aepression, 


THE tendency of the best advertis- 


ers iv isto set announcement in 
the simplest type. Pica seems to be a 
rsal favorite. The Pear e and 
Scott’s Emulsion ads are among t 
best of the day, yet their sty is very 


simple. 








e Fren ry prise a large f - 
it y i e talke ) 
I n vt ye who have « modi- 
s to s Che best paying “ 
€ th ye whi i Dee 

est advertised. 
EVERY retail iser can get Y- 
‘ ms by the advertise- 
mie ot e] re From 
them he can lea best ideas and 
newest methods, because the men at the 
head of such establishments are usu- 


ally men full of force and originality 





Northern | i 

n, the eat Hort 

re, Arborculture and Flor t- 

re exposition at Hamburg, Germany, 
id the Guatemalan Ex pition, 


Brussels, the G1 





it Stockh« 





[HE Congressional measure author- 


ing the issue and use of private postal 
cards failed to become a 
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/ 


vate mailing cards bearing a written 


are still subject to the letter 





posta Private postal cards 
containing advertisements are third 
lass matter, subject to a cent postage 


» I 
for each two ounces, without any lim- 





as followed the 











de scussion must ha 
di 70 that the crusade is 
a « progressive n er! 
me ling merchandise at 
retail, and a | eV rly do 
to fail Tha her evils con- 
I ed with the ) I man of 
n gence or discr ! yubts 
What w i 1 at prese! pe I 
f ution as the effe f t P 
0 es upon t stobea 
discern irly the idva 
and intelligently discuss the ’ pro- 
| er es | oO 1 ex 
i I cause of it ntal 
evils is preposter : 
WELL ADV rISED 
Fra ( Ath 
Pa h k 
Her 1 the | 
f Me i l t 
f " I " a re 
f r ag y Art 
I s a tot 
ating t I k w 
Q Ww 


t mer s fortur we 

t t in ( the « t in the 

»K, it ithe j eT t the 

" who t hin f t ictate 
peo not rea 





Advertisers everywhe 





booklets, noveltic 
Little Schoolmast 
tions to the Editor of PRINTERS’ | 


atalogues. 





— 

There is a hotel , Me 
called Cousins’ Hotel It is kept by 
Walter Smith. Mr. Smith has gotten 
far enough along the right road to adver- 
tise his house. But that is as far as he 
has got. He takes a two-inch space in 
some paper—his local one, probably— 


at Oldtown 


and he changes his c 
quently, I should judg 
me six of his ads for cr 
selected two of the ads to 
here. They are no worse 
than the other four They are fa 

types of what Mr. Smith considers good 
hotel adve i 


Your Neighbor 





or no better 


rtising : 





re your pr 
idea, y 7 
’ ¢ } 

t get rich himself 


WHY NOT? - 
We don’t know; we don't care. W 
simply want t all your attention t 
HOTEL, O 
and when you come here come and see us 


SMITH 


COUSINS’ 





We Once Knew 











a beautiful young lady who v ilway 
pleased to be told that “sh i¢ 
in flesh since last tin ‘ r tc., 
et 

One day she expressed that fact, in 
the hea g of a country swain, wi 
de e cir f her l 
gra by m on n 
tha ti 

» s first \ 
r " ind confider 

**S-a-y, Miss Rosi 
fat’s a hor f 
y ll be big’s a tul 

The poor boy was 7m 1 

t know, then But he tra way 
from home » ; hen 1es 








to Oldtown, he stops 
COUSINS’ HOTEL. 

It’s the place to stop. Com 
WALTER SMITH, 


and see us. 


They are the worst hotel ads I ever 
saw. I do not see how they could be 
wor If I were trying to write 
horrible examples of bad advertising 
as an illustrative warning for this de- 
partment, I could not beat thes« The 
simple name and address of the hotel 
better. The introductory 
matter has no connection with the sub- 





some 


é 


would be 


PRINTERS’ INK. 


to offer suggestions for the promotion of better advertising 
Tell your advertising troubles 
in the Art of Advertising) can lighten them Address all communica- 








ADVERTISING FOR RETAILERS. 


s areinvited to send matter for criticism ; to propound probl 


Send newspaper ads, 


ad, and it is 








pid and inane matter. I hat 


emsand 


irculars, 
perhaps PRINTERS’ INK (The 


APAAAA YY 


ute to say 
anytl as harsh as this sounds, but I 
can not say anything els¢ I do not 
see how these ads can d Mr. S 1 
particle of good. Is! lt they 
would do him harm, if anybody who 
likely to pat his house ever rea 
them. But it is not at all likely that 
they are ever seen I ny guest, preset 
or prospective. So they are simply so 


much waste. 
In the 


letter which acc 


these ads, and it seems as a sort of ex- 
cuse for their style, Mr. Smith sa 
hotel does not have steam heat, elect 
light or baths in each room Che 
are n he cars 


» velvet carpets, nor do 
































und passengers directly at t loor 
This is no reason at all. Because Mr 
Smith is not conducting the Waldor 
or the New Manhattan is no reaso 
why he can not advertise sensibly 
intelligently The ¢ sins H 
ust depend upx sort of pat: 
it woul xist. I don 
tt patronage is or I « 
‘ r il this " It S 
tha f il ol I 
per which these ads a 
I red reaches th nt trad Mr 
om h ( i 1 ] S | e some good 
by using h Ace attra 
things about his | od 1 
if . ( king 
if h has home cool yy the ( 
fortable beds, if they are comf 
the rates, and any extra | ges 
guests may receive. He may not | 
electric rhts and velvet ets, 
he can have a horse-shed, where f 
ers can hit« h t ns f he 
good ’ he should say so If he 
doesn’t k rs, he yuld ke a 
point of tha If the paper he ady 
tises in does not circulate f 
Oldtown, an ad in its pages w do 
him no ra 0d whatever \ otel is 
about the only thing that can not | 
profitably advertis in the local | 
pers. A stranger arriving in a sma 
town does not get a copy of the loca 
weekly and hunt for an ad of a hotel 


station-master 


to direct 



































































And he won't nee I 
to make it s r 1 he f he 
wants to increase his business by - 
vert cg, he sl 1 do t tly 
He should have a I 
postal « 1 is best y 
i 
less men i 
l He 
all if V € er 
) He « ver r 
A y « i N I 
W Ly I H 
i i r VW 
1 t a tew days 
‘ t 1 if O 
i i inta that 1 
ta a piace to spe 1s } g 3 
s rtise ft S in <¢ 
ction with his } He s 
) t for the bi le I 1 
will be a big item v 1h | keepe 
this summer I } Y t il 
irge numbers of v en and wl - 
women come to U n every iy 
during the season Iw ler if Mr 
Smith ever made any effort to reacl 
i Here is a ance tf ) some 
I clever a ert ig Mak I 
se a wheelmen’s rest Have racks 
r wheels, and 0k it for r sal 
keeping Have a y, |] + 
W in wheels Have a la | 
to fill t 7 Make as i f 
< Re pers Adv wit i 
s rd in all papers in surr 
towns f ch t ese pal S 
A Se t ittractions al ) 
Oldtown Have a f@lder t 
pe ly for wheelmen, 1 
these tl S 1 send it to « 
in { n ur 1 \ 
et the 1 Ss lil i cycle 
and from « s Make ites t 
I le } i cs, I A c > t € 
S That is the way f Ir. S 
vertise ( s H ind 
ike his advertis 9 pay 
* * 
se 
An Emporia, Kan., 1 iker pub- 
} the following advertisement as 
reading matter in his local paper 
TO DIE IS CAIN. 
They Have Such Pretty Caskets in Emporia 
That Death Has Few Horrors 
Ne thing indicates the advance of civiliza- 
n better than the improvements that 
levise in caring for their dead The cx 





great step forward, but changes have 
been made in its form that have taken away 
much of the horrible gruesomeness of its 


wasa 





PRINTERS’ 








INK, 























ese 5s r ‘ I 4 
ak ms of W ( 
Ss very f 
I 
€ a 
M ( k s , 
A AK | a 
I " t 
rtaking 
H a piet I 
g k met 
z } 1 va " 
r I 
- I 
t a N ea F k 
oO t f 
Mr. ¢ h " a t k 
H f ‘ 
Vv. ¢ D n, W a 
r k g I 
Ir. Cla eing stock fr 
t MI 
g g a 
a at b fl 


: Mi t that Lame 
I 
‘ ey ‘ , : 
I 
The d f advertising the un- 
dert ng s ears we 
t € if t 
\ s t + 
t I é Ss al nade 
t el uy 
( } S OI grote r 
i to have eithe i l 
1 sO i tl 


e vers re ng matter f 
toa f Mr. ¢ ke’s 
( I st " } 
t t head lines I rather 
tl udde by me n 
e fte i I vi 
W t ri r tl t 











( rk not think it Isa t 
lie, eithe the person dece 

the ng relat f it 
po t a paten Cw 
makes the coffin look nor is 
death shorn of its horrors by se of 
a shrine to With differer he S 
and a change in the wording Ir 
two instances this wot have a 





of 
Mr. Clarke’s underta 
and who had 


announcement 





very good 
provements in 







business, any one 





ing 
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read it would probably recall its sug- 
gestions at the time when he needed 
them. A better form of head would 
have been : 

THE BURIAL OF THE DEAD. 





WILLIAM CLARKE TELLS ABOUT SOME RECENT 
INNOVATIONS IN THE ART OF UNDERTAKING. 
*_* 


” 


‘‘Authentic Dress Hints for Men 
is another practical and helpful booklet 
sent out by a clothier and furnisher 
It is issued to advertise the goods 
sold by Brill Brothers, of New York 4 
but it contains in condensed form the 
correct dress for men on all occasions, 
and is of such small, handy size as to 
be easily preserved, and probably will 
be frequently. This is the kind of ad- 
vertising that ought to and probably 
does pay. 

+ # 
READY-MADE ADS. 


{I do not write these ready-made ads. They are 
taken wherever they are found, and credit is 
iven to the author when he is known. Contri 
butions of bright ads are solicited. The name 
and address of the write r will be printed, if he 
_ Wishes it to be. Ep. I ] 





For a Dentist. 


The Tooth, 


when perfected in growth, is the 
hardest structure of the body. Composed 
of pulp, dentine, enamel and cement. How 
quickly does it decompose, however, under 
he baneful decay! Liberal use of quill pick 
and brush, with a visit now and then toa 
compe tent dentist, means lovely te seth 


lor a vo niture Store 


Take Advantage 


while the advantage is here to 
take—of furnishing your house with 
the very best of qualities—at prices 
that have no precedent for lowness 
You'll find the lines offered are strong 
est just where your home supply is 
weakest. That doublesthe importance 
of the bargain. 

For example— 


For an Instal.ment Furniture House. 


Take Good Care 
Of Your Baby. 


That may seem to be an unnecessary 
caution, but the point we want to urge 
is—take the little thing out in the fresh 
air. Give it a chance to grow and be 
healthy. If you haven’t a carriage— 
get it—get it to-day! Things that 
‘ might have been”’ are the bitterest of 
all regrets. Alf you have todo is to 
select the carriage. | 

YOUR CREDIT IS GOOD! 

Our weekly or monthly payments 

make the buying easy. Cambie from 


$5 to $50. | 


| For a Furniture Store 


Easiest Terms 
Ever Known! 


Not only on bicycles— but on everything 
known to housekeeping. We make, lay and 
line all carpet free—no charge for waste in 
matching figures, Our mattings are thor- 
oughly reliable—and we tack them down free 

It is time you had the refrigerator— get it 











to-morrow! You will find every convenient 
size here—all prices— from ice chest at 
up. 
3aby carriages, 3-piece chamber suites, 40- 
lb. hair mattresses, woven wire springs iv 
prices) 


For a Clothing ‘tore. 


The Signs 
Are Unfailing. 


This big 
something. 
| something. 


Boys’ Dey artment means 
his immense stock means 





This big force of clerks 





means something. Means satisfacti 
a satisfaction that you won't find 
anywhere else. They're the unmis 
takable evidences of the store’s unay 
proac hable fa ilities. Every line here 
is a ** guide line.”’ 
For a Drugpist. 


‘Only Registered 
Pharmacists 


Fill prescriptions here. We run 
no risk of making mis takes—or having 
prescriptions carelessly compounded 
by employing boys or inexperienced 
apprentices. Our prescription pharma- 
cists— Messrs. W. B. T. Davis and ° 
Noel—fill all prescriptions left here. 
They are careful. 

They put up prescriptions just as 
your physician wants tl 











or a Hardware Store. 


Gas Stoves, 


It isn’t alone the summer comfort of them 
that makes Gas Stoves popular—there’s t 
summer economy, too. 

Better to broil with, 

Better to boil with, 

Better to bake with, 

Better to roast with 
than either wood or coal A touch, a 
there’s a fire—full biter Ancther 
gone. Clean, simple, safe 





For a Carpet Store 
Summer 
Floor-Coverings. 


The approach of hot weather means 
taking up the heavy, hot winter Carpets 
and substituting Matting. Every go« 
kind of matting, in pretty, desirable ef 
fects, will be found in our superb stock 
at startlingly low prices. A tew hints: 

















PRINTERS’ INK, 


N GERMANY. 


Germany has some laws agair 





competition,’’ parts of which relate to adver- 


These provisions are substantially as 





Under section 1 whoever, by means of open 
advertisements or other communications in- 























































tended to reach a large number of persons, 
akes false or misleading statements as to 
the services to be rendered, or the n 
tances of the sale, particularly neerning 
the genuineness, composition, value, met | 
f production or source of the g is, Or ast 
medals, or the motive and purpose <« 
sale, with a view to producing an espe 
favorable impression on the public mind, may 
be restrained from so doing upon appl 
from a competitor or from aunion he pro- 
visions of this section are intended to re 
strain persons from advertisin tat 
z $ as genuine, as gold-plated as 
zg 1; g S made from raw mater Ss as 
from finished materials ; machine a 
is aS hand-made; inexpensive g is s 
at a sacrifice; the possession f 
yr awards that have not been awar . 
alleged without foundation t ve d 
to death, retirement or closing out 
In effect, a person losing trade | se of 
the fair methods of a in S¢ 
cure an junction restralir tor 
from using s 1 meth recover 
lamages, not only for the direct, but also for 
the indirect loss he may have suffere 
advertiser is liable for negligence in as 
ining the untruthfulness of his statements, 
as well as for knowledge that his state ts 
are not based on facts, E s 
ers are supposed to publ 
incements as are kn true 
Although they can not always ascerta the 
facts, editors and publisher liable if they 
. “ e advertisement t true, and the 
editor’s knowledge is binding uy t pub- 
er and printer. But the seller of the pub- 


ation is not liable. 

Under the fourth section the use of a name, 
firm name, the name of a brand of g is, or 
the name of a publi ion that is likely t 

me confused with the firm name, name of 
a brand of goods or the name of a publica 
ly in exister 

inction to restrain per 1 
s may be secured, and a suit for dam- 


ges may be entered 






n alreac 








a 
WILLING TO BE BRIBED 

It is a common happening for | ishers 

who are conducting word contests to receive 


tters from those who want to be confeder 
es and acknowledge getting the leading 
ze upon receipt of ten to fifty per cent of 
—Our Silent Pa , 








~o- 
A PRINTER’S SCHEME 
A firm of printers suggests a plan of ad 
tising which they say h: ved advan- 
geous in bringing new business to them- 





eda sma iider offer- 
g an attractive list of 
ent magazines free for one year to pur- 


sers bringing a specified amount of tra 





best-known 








Taking the month of January, the firm an 
inced ** To every one of our customers, 
1 or new, who orders $5 worth of printing 


n us during the month of January, we 
| send, absolutely free of charge for one 
ar, any one of the magazines listed.’’ They 

so stated that the work need not be ordered 
at one time, but just so that the bill for the 
month specified 





n0uld be $5 or more. To 





prove that an extra price would not be 


on the work t 








make up forthe premiu 





they showed their printed list of prices, tf 
which they never deviated, asserti that 
t r purpose in making the offer was to gain 
permanent customers. The firm made sj 
cial rates with the magazines mentioned in 
the folder, and iss 1 about seven hundred 
of the folders in rected envelopes, getting 
the names f the directory a 1e book 
ar the ta t att € scheme r ght r a 
reat many new tomers.— /nland Pr 
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wy,” 8 t ver 
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He said w he 
x he saw a loose sta 
k >. 71 is surprise 
a gt the gut 
c was cent 
ritt e addr n ink, 
irse t perfectly leg 
was to it The cent was 
Stamp serve isan ¢ 
agine a re 
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I ent w tuck 
» ar as t ess w 
a y hel t vere i 
t part as a joke and pa 
am’s patience It cause " 
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ver happene Pittsburg 





es for it —H xchange 


> 
THINKS NEWSPAPERS TOO CHEAP, 




















The viciousnes f our newspaper situa 
tion is in having all their profit depend upon 
getting advertising eans of circulation 
The circulation itself ght to pa I 
newspaper is tox heay S g as it 
cheap it tends to be nasty rhe subscriy 
fa newspaper ought to pay for its proc 
tior good newspaper, w rinted, wi 
trustworthy news of the world, is worth thr 
times the present price of our ordinary j 
nals. Even then it would be the cheapest 
tl in the market he advertisemer 
that came to such a paper would pay it for its 
expenditure of brains and industry Chas 
Dudley |i arner, in Harper's Magazine. 

+-?> — 
FIRST OHIO NEWSPAPER 

The first newspaper published in Ohio was 
called the ( ex {the Northwestern J « 
ritory and made its appearance November 
9, 1793, from a little garret on Front street, 
west of Main, in Cincinnati Vm. Maxwell 


was the editor. 


Ohto Newspaper Make 
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ARRANGED BY STATES. 


Advertisements under this head 50 cents a line 
Must be handed in oue week in advance. 


MISSOURI. 


( ‘OVERS the Rela St. Sone HE RALD—8,000 d. 
1000 8., 9,000 STE, New York. 











NEW Y ORK. 


B )INGHAMTON LEADER. 








B® NGHAMTON LEADEK, the tea table favorite. 


} pI INGHAMTON LEADEK, leading afternoon 
paper and the favorite family medium 


]3XGHanTON LEADER, pthe home paper, filled 
full of live local and general news ; no boiler 
an no fake features, put a legitimate paper 
commanding the » confidence of i constituency 
B YINGHAMTON LEADER, _ first-class 
2 afternoon paper. Most important daily. in 
that city, commanding the respect and confi 
dence of readers — advertisers alike, both at 
home and abr« verage circulation covering 
every issue 1895, Daily, 8,745; Weekly, 6,600. More 
circulation wee kly than all the other Pace 
weeklies combined. HE C. BECKWITH 
SPECIAL AGENCY, Sole Agts. Foreign Adver 
tising, New York and C hic AZO. 


OHIO. 


I AYTON MoRNING “TIMES, EVENING NEWS, 
WEEKLY ‘Times-News, 14,000 daily, 4,500 
weekly. LA COSTE, New York. 
rOU NGSTOW N, O., Sunday News; established 
15 rs; ae ents & Copy ; sworn cire’n 4, 
copies. Reac the the best homies Ask for vaben. 
Address C. M. SHAEFEK & CO., Youngstown, O. 























WASHINGTON. 


1.” 











To P. 


QEATTLE POST-INTELLIGENCER, 
& Largest circulation in the State. 





Displayed Advertisements. 





Must be handed in one week in advance. 


STAMPS FOR COLLECTIONS nd 
Low for lists. "ARKER, Bethlehem, Pa. 


_qfi??22222999999929209, 
Business. 


a 

z If your busine ss ought to pay you 
@ better, there’s a way to make it. 
M@ There is no business problem that 
@ cannot be solved by courage and 
Uh) common sense, 

wn It is easie : ~ get business than it 
@ isto do it rig after you get it. 

a Increased aw ss comes of doing 
@ it right and letting people know that 
@ youdo. Ifa business is th rough! y 
@ right in other respects, the advertis- 
@ ing of it is a plain matter of driving 
@ th: aa teat late the minds of those wl 
ought to know it.—£Aztract from 
my booklet, which I will send free 
to business men. Wotstan /'1xey, 
Writer of « rtising, 150 Nassau 
Street, New w "v or ke 
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Miateticntaaenencenedl 





TEX 


GjALvestc )N TRIBUNE. 





(,ALVESTON TRIBUNE, a money winner. 





G ALVESTON TRIBUNE, the most influential. 





{ALVESTON TRKIBUNF, prosperous and pow- 
erful. Leads the afternoon procession 


(J ALV ESTON TRIBUNE makes money for it- 

M self and will make it for you. Thoroughly 
up to date, with ali modern mechanical appli 
ances. A live paper for live people 


‘ALVESTON TRIBUNE, every copy counts. 

4 City circulation larger than any newspaper 
in Texas. A dividend-paying medium, backed 
by the brains and capital of the city 


YALVESTON TRIBUNE, Daily four pages, 
Weekly eight pages, all live, proenes rons pa- 
pe rs, — shed by the Galveston Pub. Co., F. 
add, Chas. Fowler, Vice Pres. ; Sun 
Sealy, ares as ; Fred Chase, Sec’y and Bus. Man 
Clarence Ousley, Editor. 8. C. fee skwith Special 
Agency, sole agents. 
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YOUR ADVERTISEMENT 


SUSReSeaaes Sees 


$ Walter C.Swa 


Advertising 
Agent... 
Placing advertise- | Any advertise- 
ments for insur-/ ment placed 
ance companies anywhere,any @& 
@ and agents a spe- time, for reli- @& 
@ cialty. able people. . 


< P.O. Box 830 +. 
* 128 Wall Street ~ 


: Schenectady, N.Y. ‘ 


REEEEEEEEEEEEEEEEES 


= 


reeeee 
teeceeeees 


Inserted in a first-class daily newspaper is the 
most effective w ay of reaching Za given section. 


THE 


ST. JOSEPH HERALD 


Is the leading family newspaper in Northwestern Missouri, 
with a circulation of 8,000 Daily, 8,000 Sunday, 9,000 Weekly. 
It offers the means of obtaining 


SURE RESULTS 


In the way of extendirg the sale of your goods among the 
families of this locality. 


Any information regarding advertising of H. D. La COSTE, 
38 


Park Row, New York, Eastern Manager. 
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5,000 


4, 6 or 8-page papers 
From flat forms of type witli the 
‘¢ MULTIPRESS.’’ 


15,000 


4 or 8-page papers 
From stereotype plates with the 


“NEW MODEL.” 


EACH PRESS the simplest in its line, 
the most convenient to handle, 
the most economical to operate uf 


any on the market. 


For your Job Department, the 


‘**¢CENTURY ”’ PONY. 


Campbell Printing 
Press & Mfg. Co. 


6 Madison Avenue, New York 
334 Dearborn Street, Chicago 


**New England's Family Paper."’ 
Ese 


Portland Transerit 


The average circulatiag of the Tran 





SCRIPT in 1896 was 


23,472. 


More than one-half of the TRANscRIPT’s 
readers live in Maine; nine-tenths of 
them live in New England. 


Draw Your Own Conclusions. 


Will it pay you to advertise in a paper 
of literary merit, the favorite of 23,100 
New England households ? 


The Cost is Moderate. 

A 4-inch ad costs $163.80 for six months. 
The same ad next pure reading matter 
costs $180.18, 

TRANSCRIPT CO. 
Portland, Maine. 


Why not write us? 





, 
4 


EVE CUVESEV CSRS UVSC CCST ETE es 4 





THE 


TIMES-UNION 


has a larger 
paid circulation than all the 
other Albany dailies combined. 


preverrevreryree ty 9, 
AAAPADAMARARADADIDN 





BOOKS OPEN 
TO ALL. 





Consequently 
itis the best advertising medium 
in the Capital City. 





= JOHN H. FARRELL, : 
= Editor = 
= and Proprietor = 
= Albany, New York. > 
_ ZAMAIRIAAD AAAI AAAAAAADAMAAAAAABAARAMRAIDNS, 





It is the only one_# 


‘The Agent’s 
CULE ser vor 


has the honor of being the only true 
Agent’s Paper published in the whole 
worl d 


Completed its One Hun- 
dredth successful month with 
the April issue. 

H pays advertisers wanting Agents 

or mail orders. That's why hun- 

dreds use its columns year after year. 
| socents per line agate, 
Advertising eo"cene on yesriy 
orders; cash monthly 


in advance, or send through any reliable 
agency. 








‘t is worth your while to send a quarter, 
for a full year’s subscription. Address 


AGENT’S GUIDE, 





P. O. Box 434, New York. 


The 


PRINTERS’ 


Argus 


ALBANY, N. Y. 
Daily, Sunday and Semi—Weekly 
BRIGHTEST AND BEST. 


Under 


THE 

ARGUS 

has 
resumed 
its 
position 

as 

the 
Leading 
Democratic 
Newspaper 
of 


the 
Empire 
State. 


new management. 


The circulation of THE 
ARGUS is increasing at 
the rate of 


1,000 


copies per month, and 
every effort is being 
made to keep the paper 
in the front rank. Its 
columns are pure, free 
from unclean matter of 
any kind. It is wel- 
comed and read by 
everybody in the home 
circle. Send for sample 
copies of the papers 
published in Albany, 
and you will understand 
why THE ARGUS leads. 


THE ARGUS COMPANY, 


Albany, N. Y. | 


| 


JAMES C. FARRELL, Manager. 





of Virginia. 


is THe State's 


spend. 
advertising columns, 








INK. 


Post-Office 
Statements. 


They give Campbell’s Soil Culture and 
Farm Journal over 10,000 circulation. 
Since February 1, 1897, we have 
documents for not lower than 
They show as high as 10,777, 
10,000, 


the 
10,000 


lowest 


Our sworn circulation in the American 
Newspaper Directory for 1896 is ¢ ,529 
The paper at that time was known as 
Western Soil Culture. It was under 
a different management, and claimed 
15,000. We changed the name and 
figured the honest, actual circulation 
from the printer's statements. 
Campbell’s Soil Culture is edited by 
the great agricultural authority of the 
west, H, W. Campbell, originator o 
the Campbell Method, It teaches tl 
farmers of the Northwest how to raise 
crops in spite of drought. 1's 
S kt IALIY MAKt#tS ITS SPACI 
VALUABLE, 

Mr. Campbell has supervision of over 
40 experimental farms under his met 

in the Dakotas, Nebraska and Kansas 
this season, 


emi-monthly ; subscription, $1.00 per year 


PUBLISHED BY TH 


| 
| CAMPBELL PUBLISHING CO., 


Advertising Influence ~ 


‘¢Everybody is influenced by Advertising 
perhaps unconsciously.’’—John Wanamaker. 


THE STATE—Richmond 


Is the Leading Evening Paper 


Circulation that Counts. 


The newspaper circulation that counts, that yields the most satisfac- 
tory results, is the newspaper with a ‘ 
right into the homes and wields home influence 
Three-fourths of its entire circulation is delivered to 
the homes of kichmond people, who have buying to do and money to 
To reach this class in an effectual manner use T 
Cost and results unequaled, 


H. D. LA COSTE, New York, Eastern Manager. 
BERR EE ee 


Sioux City, lowa. 


circulation—that goes 
Such a circulation 


home”’ 


EB STATE’s 
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TITTIES 
- 


A 
BIG 
BOOK 


might be written 

on the things 1 don’t know 
out general advertising ; 
but one thing I do know 
sure : General advertisers 
make money by going into 
the 650,000 home circles 
re 


Make... 
Advertising 
Pay . 


ce, 


THE 


Evening 
Journal 


OF JERSEY CITY, N. J., 





Was a daily visitor during 1 
to no less than 


15 9 O35 Families 


he wealthy suburban popul 
tion of Hudson County 
The MEDIUM that reaches 
15,035 families must pay 
advertisers, 


-ached by the papers of 
ane’s J.ist every month, 
don't know about ’em? ‘Then 
vrite me and I'll tell you. 
WALTER D. STINSON, 

Augusta, Maine. 


“as 


| 
= 


STITT 





alll tiliamig 
Th The Courier 


CULEEN CRESRRERRREREREREHRRRRERECRRERRRCERERREREEEeeee. 
The Circulation 
OF THE 


WILLIAMSPORT 


Gazette 
Bulletin 


Is guaranteed to be as represented : 


6,000 Daily, 
4,000 Weekly. 


PITTI Iti ti 


\NOVILLE, (ND 


. guarantees ~* ‘ulation: 

| Daily, - - 8,000 

> Sunday, - 8,400 
> Weekly, - 7,100 


This is more than all the 
THREE OTHER English papers 
of Evansville combined can 
show. Our books are open 


to prove our claim. For rates 


= TT H. D. LaCoste, 
ot the 38 Park Row, 
paper New York, 


address: ~26y 


W. E. SCOTT, 
Eastern Representative, 


American Tract “Suilding, N. Y. 


PITTI 
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a Nothing 


ts easter than to 








secure a share 


of. 





The Millions 
of Dollars 
Spent in 
Chicago 

Every Year! 


i 
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sal can do ‘ tf you advertise in . 
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The Chicago Dispatch § 


IT REACHES THE MASSES IN AND 
ABOUT CHICAGO. ; 


Circulation 115,000 Copies Daily. 


ee , 


: = The Weekly Dispatc 


50,000 Copies Weekly, 
: Covers the Southern, Middle, Northwestern # 
and Western States. 


ecse2e0000009009093 900000 
Eastern Office: ® HOME OFFICE: 


517 Temple Ct.9 115-117 Fifth Aye., 


: New York... 0 CHICAGO. 


ideal 
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Side Talks with 


Advertisers 


TALK No. 4. 
ECONOMY IN ADVERTISING. 


Economy in advertising is care taken 
in the selection of mediums that will 
reach the greatest number of your 
possible patrons at the least possible 
trouble and expense. The high-class 
paper has more buyers among its sub- 
scribers than the ‘‘screamer.” It is 
economy to patronize the high-class 


\ 


RNUG EEC PURE UC CUCRTE CT UCUEE 


paper if you have high-class goods 


to sell. 


The Detroit 
Free Press: 


is read by the greatest possible number 
of the best people in the country. Its 
age and influence lend force even to 
its advertising columns. The ‘‘ Twice- 
a-Week Press,’”’ the successor of the 
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ag a) 


old weekly edition, reaches 200,000 
people a week. 
R. A, CRAIG, 


41 Times Building, New York. 


Written and designed by The Advertisers’Agency, Philadelphia and Buffalo 
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PRINTERS’ INK. 


Dhe Evening Star. 


WASHINGTON. D.C 
Mey 3 1897. 
Publisher Printer'’s Ink. 
New York WN. Ye 
Dear Sir: 
Will you please use a page of Printer's 


Ink in announcing that The Star broke all its 


former advertising records last month by print- 


ing 1584.46 columns of paid advertising - an 
average of 61 columns per day, no Sunday edi- 
tion being issued. We believe that this 
total considerably exceeds the advertising of 
any other six day paper in the country and is 
exceeded by not more than five or six papers 
with Sunday issues. 

Surely if there is any virtue whatever 
in the old adage that "the proof of the pud- 
ding is in the eating® here is eloquent tes- 
timony of the appreciation of The Washington 
Evening Star's advertising columns by those 


who use them. 


Very Respect fully, Vy: 





The Evening Star Newspaper, 
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Bees 
Wwour Basket. 





> 

: 

| } No farmer who doesn’t pay reads Farm and Home. Over 
§ 250,000 farmers who do pay read Farm and Home. 


It's a practical semi-monthly for practical farmers; it 
doesn’t bother with fancy farming. 


* 4 You can put 
| 4 # “Eggs in Your Basket” 2 
| y , By Advertising in 
: y g 
| 4 Farm and Home 
y ° 
3 It is probably one of the best advertising mediums for 
the farmers’ trade in the country. 
g Some say it is the best. 
s We furnish sworn statements on our circulation. Tear 
in mind that 55 per cent of the population are farmers. 
Do you want this trade? 
Che Phelps Publishing Co., 





SPRINGFIELD, MASS. CHICAGO, ILLINOIS. 


27 Worthington Street. 204 Dearborn Streei. 


SSS: 
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Largest circulation of any : 


paper in Kansas and 
Oklahoma. : 


The = 
hita Daily Eagle 


Established 1872. 


‘f | 


oy 





La 


Published for the people 
of Kansas and Oklahoma. N 
No daily journal in the 4 
United States covers its 
territory more thoroughly 


and satisfactorily than 


THE EAGLE. 





Tribune Building, N. Y. The Rookery, Chicago. 
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n 
dvertisement 
rtistically 
rranged 
lways 
ttracts 
ttention 


D 
dmiration. 


CLAIM, 
but a big) SIRCULATION 


fact, More than 
known all the other 
and con- Dailies 
vata in Salt Lake 
mie? combined. 
of Utah 

and 

the inter-mountain country, ir- 
respective of 


RELIGIOUS BELIEF or 
POLITICAL FOLLOWING. 


A GREAT, BIG, 
BROAD-GAUGE PAPER, 


with modern appliances and enterprising ideas, meeting the 
wants of an exacting people. Everybody in Utah, Idaho, 
Montana, Nevada and Wyoming reads the Trisune. The 
paper you see on all news-stands, in all hotels, on all trains: 


Salt Lake Inibune « 000 
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Atlanta Journal 


Over Half a Million a Month. 


PRINTERS’ INK. 


THE JOURNAL is the only 
paper in the South that 
prints a daily statement of 
its actual circulation, 
register on its press is open 
to the inspection of every- 
body. 


WV 


The 





Circulation of The Atlanta Journal During April, 1897: 


April 1, 
April 2, 
April 3, 
April 5, 
April 6, 
April 7, 
April &, 


~. April 9, 
April 10, 
April 12, 
April 13, 
April 14, 
April 15, 
April 1 
April 1 
April 19, 
April 20, 
April 21, 
April 22, 
April 23, 
April 24, 
April 26, 
April 27, 


‘April 30, 


AVERAC 


This is the largest circulation of any newspaper, morning or evening, 


Counter register 
Counter register 
Counter reyister 
Counter register 
Counter rexister 
Counter register 
Counter register 
Counter register 


Counter register...... 
Counter register... 


Counter register 
Counter register 
Counter register 
Counter register 
Counter register 
Counter register 
Counter register 
Counter register 
Counter register 
Counter register 
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PRINTERS’ INK, 


A citizen of Kansas City, Mo., says: ‘‘For a 
number of years | suffered from constipation in its 
severest form, my liver failing to act for a week. 
| have tried any number of specifics and have also 
had physiciar$ prescribe for me, but received only 
temporary relief. | had my attention first called to 


i} 
I 


RIPANS Tabules 


by a small sign on a telegraph pole which said, ‘One 


Gives Relief.’ | procured some and before | had 
tuken half a dozen | began to feel the good effect, 
especially from the pain | would suffer when my 
liver was trying to act. I now have no more 
trouble. My bowels act regular and free, and as 


a result my health is much improved.” 





PRINTERS’ INK. 


Printers’ Inks 
Sold in 
Dry Goods Stores 


Tue Crews-BeGccs Dry Goons Co., cor. Main and Second Sts. ' 
Pues.o, Col., April 27, 1897. § 
Printers Ink Jonson, 8 Spruce Street, New Vork, N. Y.: 

Dear Sir—I would be pleased to have you send me your price list and discounts 
quantities, I do not mean in car lots, but on moderate size orders. 1 know that your ink 
areO K. I can supply the small job offices here. Few of them would order, or could, ir 
quantities, and I could carry a line of your inks nd supply them as they wanted it. Uh 
isn’t just in my line, but as the place isn't very large | can do this without interfering with 
my other business. Thanking you for anearly reply, I remain, 

P. O. Box 38s. Yours truly, JNO. D. GLASS, 


Any storekeeper in a country town can make some money by 
carrying a=small stock of my inks on his shelves. I sell 
quarter-pound cans of most fine Job Inks at $3.00 for a dozen 
cans, and printers readily pay 50 cents, 75 cents, or even 
a dollar for these small cans, with great cheerfulness, if they can 
get them on the spot and have a few days’ time allowed before 
paying for them. The majority of printers are compelled to 
send to the nearest ink house when they need a special shade, 
and generally have to use goods which are not exactly right. 
My prices and terms are the same to every one (agents or not); 
but as ink is the smallest item on a job, the printer never objects 
to paying a few cents more than I charge if he buys just what 
he wants and gets it without waiting. Jobs are often lost by 
delays, and another printer gets on the inside track. In every 
town that suppo*ts half a dozen printers a dealer may make 
money by carryiug a stock of my INKS. 

Last month (April) I received 703 orders from printers in this 
city, making a total of 2,418 since the first of the year, all fron 
this town. This is a showing no ink house in the world cai 
equal in its own city. Send for my booklet, “ Best Liked Wher: 
Best Known,” describing my trade in my own bailiwick. 

Price list mailed on application. Address 


PRINTERS INK JONSON, 


8 Spruce Street, New York. 
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_ 8 advertising 


Good advertising—advertis- 
ing that pays—that’s good ad- 
vertising. Talking to the right 
people in the right way—that’s 
what makes advertising pay. 
Advertisers who use <9%9s 


Womankind 


GGG talk to 50,000 women 
and their families—women who 
hold the purse-strings and very 
largely decide what the whole 
family shall eat, drink, wear, 
reid and enjoy. They are ‘‘the 
right people” for the general 
advertiser to talk to, <9. 99 
Womankind 
67676 enters into the entire 
reund of woman’s life; it makes 
her work lighter, her pleasures 
keener, her existence happier. 
Its ads appeal to her with pe- 
culiar force —and advertisers 
receive particularly gratifying 
results. <9_9%_9s_9:_9:_9:_9: 9 


The Hosterman Pub. Co. 
Springfield, Ohio. 
Am.T t Soc. Bldg., Circulation 
a7 Me NEW YORK. Books 


always open 
50 Hampshire Block, to... . - 
CHICAGO. advertisers. 
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When you come to think 
over it, you can easily 
understand why so many 
proper cars and proper .* 
treatment — consequently 


prominent advertisers .~.*% 
controlled by us. %%%%% 
They get proper display, 
they stick to us. Ht tt 


PLAGE CARDS 
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We can take similar 
care of you. #.%.%% 
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253 Broadway, 
New York, 


GEO. KISSAM & CO. 
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PRINTERS’ INK. 





Street Car 
Advertising 


IN? THE 


States of 


Massachusetts, Rhode Island, 
Connecticut, New York, 
New “fersey, 
Pennsylvania, Maryland. 
T/linots, Ohto, 


Michigan, Wisconsin, 













Indiana, Minnesota, Colorado, 


Loutstana, Canada. 
Best & LowEst 
Cars. RartEs. 


GEO. KISSAM & CO. 


253 Broadway, New York. 
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eT SEARO ACOSO ON 
~ ADVERTISEMENTS * 


BY 


TELEGRAPH. 





YOU murder your mother-in-law, 
* or set fire to the City Hall, the » » 
Associated Press will send the news 
all over the country, and the leading 
papers will print it under the heading 
of “By Telegraph”—all . without cost 
to you. 
F YOU sell the new clock for the Phila- 
* delphia City Hall or supply your 
brand of champagne for the Patriarchs’ 
Ball at the Waldorf, WE will send out 
the information for you, and next morn- 
ing it will appear in the leading papers 
under the heading, “By Telegraph,” 
and when you get our bill you will 
admit : 
Ist—That the Advertisement was 
excellent. 
2d.—That the cost of it was right 


smart. 
eH HH 


For further particulars address 
The Geo. P. Rowell Advertising Co., 
10 SPRUCE STREET, NEW YORK. 
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